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1. INTRODUCTION
Social network sites (SNS) like Snapchat, Twitter, Facebook, or LinkedIn, 
have built their business models around the monetization of users data. 
They collect large amounts of data related to their users’ profiles and 
behaviors and convert this data into valuable services (recommenda-
tion, matchmaking, targeted advertising, etc.). These data-based business 
models are innovative, but challenging. Digital markets are characterized 
by a rapid pace of innovation and surmountable barriers to entry. Even the 
most dominant SNSs are not protected from competition or new entrants 
(Evans, 2017). Moreover, users’ needs are difficult to anticipate and sat-
isfy. Individuals typically use more than one social network site (multi-
homing) and can easily switch from a social network to another when 
they distrust the service or find better services elsewhere. For example, 
the social network MySpace was previously dominant but collapsed within 
a few years of Facebook entering the market, in 2011. Such considerations 
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therefore raise questions about the viability of social network revenue mod-
els. The value proposition of social networks is to provide tools and services 
that help users to maintain their existing social ties and create new ties. 
Most of these services are offered free of charge to reach as many users as 
possible, creating an audience which is then used to attract advertisers. The 
main weakness of this two-sided model is that users are not tied by a bind-
ing contract, so they can leave or reduce their time on social network sites 
if they feel unsatisfied or have privacy concerns (Acquisti et al. 2015). It is 
therefore important to study whether social networks increase users’ well-
being to assess the financial sustainability of their audience-based revenue 
model. If a SNS makes users happier, its user base is likely to be more active 
and more loyal, which generates more advertising revenues. 
This issue is critical for the most popular social network, Facebook. With 
its 1.71 billion monthly active users and $400 billion valuation, Facebook 
is also the world’s most profitable SNS (Source: Facebook as of 7/27/16). 72% 
of online American adults use Facebook and 48% of Facebook users log 
on every day. The popularity of Facebook raises questions about its influ-
ence on sociability and happiness. For instance, a Facebook research team 
has created a «Gross National Happiness index» in 18 countries, based on 
the number of positive and negative words in status updates. The under-
lying idea is that the content of status updates may reflect the mood of 
Facebook users day-to-day. But to what extent does Facebook use affect 
people’s mood or well-being?
Few studies have paid attention to the impact of Facebook on individual 
happiness. While some studies have examined the relationship between 
online social networks and happiness, they have not focused on Facebook 
or have used small, non-representative samples of Facebook users. Most 
of these studies conducted their surveys or experiments on groups of 
American students. For instance, Kim and Lee (2011) interviewed 391 col-
lege students to analyze the effects of the number of Facebook friends 
on subjective well-being. Sabatini and Sarracino (2014, 2017) used a large 
representative sample of the Italian population to analyze the impact of 
using social networks such as Facebook, Twitter and other SNS on well-
being, however their data did not allow them to isolate the effects of 
Facebook, nor to control for the number of Facebook friends and the 
intensity of online sociability. Similarly, Arampatzi et al. (2016) used a 
Dutch panel of adults aged 15-44 to study the effects of social network 
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sites, but only have a reported average number of hours spent per week 
on social media, and do not have detailed information about users’ pro-
files and behaviors on social network sites (e.g. whether users are active 
or passive).
The originality of our study is to examine the relationship between the 
usage of Facebook and individual happiness by using a representative sam-
ple of 2,000 French Facebook users. We conjecture that Facebook can influ-
ence life satisfaction directly and indirectly through its effects on emo-
tions and sociability. Our results show that Facebook significantly impacts 
individual well-being either by reinforcing individuals’ self-esteem or by 
exacerbating social comparison. Hence, we find a positive relation between 
receiving a great number of Likes or comments from friends and the level 
of life satisfaction. By contrast, people that would prefer to receive more 
Likes tend to declare a lower level of life satisfaction. The latter result 
reflects the frustration or envy that Facebook may generate. These two 
effects are more significant for young adults.
Finally, the time spent on Facebook, the intensity of online interactions, as 
well as the number of Facebook friends, have no direct impact on life sat-
isfaction. Together, these findings underline the ambivalence of Facebook 
use with both positive and negative psychological effects on well-being.
Our paper is related to the literature on happiness. This literature aims 
to explain what makes people more satisfied with their life. Research on 
happiness has made progress in identifying the determinants of indi-
vidual well-being (Blanchflower and Oswald, 2004; Christoforou, 2011; 
Dolan, Peasgood and White, 2008; Easterlin, 2001; Helliwell, 2006; Ferreri-
Carbonell and Frijters, 2004; Frey and Stutzer, 2002, 2010; Fritjers, Johnson 
and Shields, 2011; Oswald, 1997). The main predictors of happiness are 
health, employment status, marital status, sociability, income and edu-
cation. In particular, poor health, unemployment and lack of sociability 
are strongly associated with low well-being. Our paper suggests that social 
network sites like Facebook can also affect well-being, albeit indirectly, 
through its effects on self-esteem and friendship.
The remainder of this article is organized as follows: Section 1 presents the 
literature review and research hypotheses; Section 2 describes the data 
and methodology; Section 3 comments on the econometric results.
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2. LITERATURE REVIEW  
AND RESEARCH HYPOTHESES
2.1. Relationship between Internet use  
and well-being
Several studies have investigated the impact of the Internet on happiness 
and have all concluded that the Internet has welfare effects. Kavetsos 
and Koutroumpis (2011) analyzed the impact of information technology 
on subjective well-being, using a pooled cross-sectional data set from 
several European countries. They find that having a cell phone, a PC or 
an Internet connection at home is associated with higher levels of well-
being. Similarly, using an Italian household survey from 2008, Sabatini 
(2011) finds a positive relation between online shopping and subjective 
well-being. From a survey of 7,000 retired persons, Ford and Ford (2009) 
show that Internet use leads to about a 20% reduction in depression; in 
other words, being connected increases the mental well-being of elderly 
Americans. Using data from Luxembourg, Penard et al. (2013) find evi-
dence that non-users are less satisfied in their life than Internet users. 
Moreover, the positive influence of Internet use is stronger for individ-
uals who are young or have difficult living conditions. For those peo-
ple, the benefits of Internet use can be better employability and greater 
life empowerment. A clear policy implication is that bridging the digital 
divide can help reduce social and economic inequalities.
However, the Internet may also have detrimental effects on well-being. 
Kraut et al. (2002) find that for people who have few friends, Internet use 
tends to strengthen social isolation. The time spent online can actually 
reduce the time available for face-to-face interaction (Nie, Hillygus and 
Erbring, 2002). 
2.2. Relationship between social network sites  
and life satisfaction
The growing use of social network sites (Facebook, Twitter, etc.) has 
increased the role of online sociability in daily life, especially for younger 
generations. Several studies have shown that the Internet is a means of 
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building and maintaining social capital (Franzen, 2003; Penard and 
Poussing, 2010; Shklovski, Kiesler and Kraut, 2006). Individuals can com-
plement their face-to-face interactions with computer-mediated interac-
tions. They can also interact online with people they have never met phys-
ically and make new “virtual friends”. Facebook use is likely to reinforce 
the positive influence of social capital on life satisfaction that is observed 
in many studies (Helliwell, 2006).
Some studies underline the ambiguous impact of social networks on indi-
vidual life satisfaction. Social network sites increase transparency, but they 
provide a distorted perception of real life and overexpose people to the judg-
ments of other users. They can create envy and bitterness because people 
are exposed to happy times and positive images of their friends. By social 
comparison, they could feel more depressed or frustrated. Many studies 
have analyzed the effects of social comparisons of material and living con-
ditions on happiness (Ateca-Amestoy et al. (2014), Festinger (1954), Clark and 
Senik (2004)). In the context of social networks, Krasnova et al. (2013) show 
that passive Facebook use exacerbates feelings of envy (see also Jordan et al. 
(2011)). However, Lin and Utz (2015) find that positive emotions are more 
prevalent than negative emotions while browsing Facebook. Moreover, 
Facebook users are happier or experience benign envy when a positive post 
comes from a strong tie (family and closed friends) rather than a weak tie.
Mukesh and Gonçalves (2013) examine how the number of online friends 
affects life satisfaction. Traditionally, there is a positive relationship 
between the number of friends and individual well-being, but this rela-
tion is more ambiguous with Facebook friends. The experiments conducted 
by Mukesh and Gonçalves (2013) show that more Facebook friends induce 
more ostentatious posts and updates, which decreases life satisfaction. 
Valenzuela et al. (2009) find a positive, but weakly significant, relation-
ship between intensity of Facebook use and college students’ life satisfac-
tion or social trust. Ellison et al. (2011) conducted a survey on a sample of 
267 undergraduate students at a Midwestern university. They show that 
Facebook use enhances bridging social capital (i.e. enables the creation of 
social ties between heterogenous groups), but with greater benefits for users 
who have lower self-esteem and lower life satisfaction. Kross et al. (2013) 
also focused their experiments on young adults, but show that Facebook 
use may undermine well-being, rather enhancing it. This negative effect 
worsened when the young subjects spent more time on Facebook.
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Arad et al. (2017) studied the impact of Facebook on a sample of 144 employ-
ees in a security-related organization. They take advantage of a policy 
implemented by this organization to ban Facebook use for some groups of 
workers (i.e. a pseudo-natural experiment that prevents some employees 
from having a Facebook account). They find that Facebook usage increases 
users’ engagement in social comparison, especially among young employ-
ees, and decreases happiness. 
Berger and Buechel (2012) show that Facebook can have a therapeutic role. 
Through several experiments, they observe how people share their emo-
tions after a negative affective experience. Emotionally unstable users 
tend to share more their emotions on Facebook and feel better after.
The studies of Sabatini and Sarracino (2014, 2017) and Aramzi et al (2016) 
are the closest to our study in terms of methodology. Sabatini and 
Sarracino (2017) use a representative sample of the Italian population, and 
analyze the impact of social network sites on sociability and well-being. 
They observe that using online social networks like Facebook and Twitter 
has a positive impact on face-to-face interactions while it decreases social 
trust. They argue that the use of social networking sites threatens subjec-
tive well-being by exposing people to negative online experiences (aggres-
sive behaviors, hate speech, frustration, etc.). 
Aramzi et al. (2016) study the effects of social network sites on the happi-
ness of young adults using Dutch data. They find no impact of the amount 
of time spent on social networks on well-being, except for those who feel 
socially isolated (negative effect).
2.3. Hypotheses
The literature review shows that Internet use in general is posi-
tively correlated with individual well-being, but that social net-
work sites have a more ambiguous impact for which it can be difficult 
to disentangle cause from effect. For instance, presence on social net-
work sites can be explained by offline sociability, which is a strong 
predictor of well-being. The possibility of reverse causality necessi-
tates caution in our empirical analysis of the relationship between 
social network sites and happiness. Based on the literature review, we 
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formulate four hypotheses that relate sociability and Facebook use to life 
satisfaction.
The first hypothesis concerns the effect of online sociability on well-being. 
Mukesh and Gonçalves (2013), and Valenzuela et al. (2009) show that hav-
ing more online interactions with friends increases happiness. Therefore, 
we expect that individuals who have many Facebook friends and inten-
sively use Facebook to interact with their friends should be happier.
H1: Online sociability on Facebook increases individual well-being
On Facebook, people tend to post news and photos that give a favorable 
image of themselves. Through these posts, Facebook users show ostentatious 
consumption and happy events like vacations and parties with friends. 
In return, they expect to receive positive comments and Likes from their 
friends. Several studies find that Facebook Likes reinforce self-esteem and 
narcissism (Berger and Buechel, 2012, Mehdizadeh et al., 2010; Chou et al 
2012). Receiving Likes can also be viewed as a peer recognition mechanism.
By contrast, Facebook users can feel depressed and socially isolated when 
they do not attract the attention of others or do not receive their appro-
bation. In other words, Facebook use can exacerbate social comparison 
and frustration if exposure to others’ happiness is not counterbalanced 
by positive feedback (Likes, comments) (Krasnova et al., 2013, Mukesh and 
Gonçalves, 2013, Arad et al., 2017).
We expect that Facebook use can enhance self-esteem and life satisfaction 
through peer approbation or recognition, but that individuals can expe-
rience negative feelings if their posts are rarely commented on or liked.
H2: Receiving a lot of (not enough) positive feedback (Likes, com-
ments) increases (decreases) individual well being
Finally, the experiences that Facebook users have through their online 
interactions with friends can influence their well-being. Facebook expe-
rience can be positive when it enables the strengthening of existing ties 
with friends or the creation of new ties (Penard and Poussing, (2010)). 
For instance, Facebook helps to stay in touch with distant friends. It 
also facilitates the organization of social activities or the coordination of 
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communities. However, Facebook can also deteriorate relationships with 
friends by highlighting divergent views on politics, religion, or other val-
ues, or by provoking jealousy (Sabatini and Sarracino (2014)). Facebook also 
raises privacy issues. The disclosure of personal information or preferences 
to advertisers or unknown people can be a source of concern and even dis-
utility for Facebook users. Bateman et al. (2011) find that the perceived pub-
licness of a social network site negatively influence users’ self-disclosure 
intentions.
H3: Positive social experiences (i.e. strengthening ties with friends 
and acquaintances) on Facebook increase individual well-being.
H4: Negative social experiences (i.e. damaging some friendships) on 
Facebook decrease individual well-being.
These last two hypotheses emphasize the importance of enhancing the 
quality of social interactions on Facebook. 
3. DATA AND METHODOLOGY
3.1. Description of data
We use an online survey, conducted by Harris Interactive in 2013, to test 
our hypotheses. The 2,000 respondents are a representative sample of 
French Facebook users aged above 15. They were selected by a quota sam-
pling method (quota by gender, age, socioeconomic class and income). The 
questionnaire contains questions about the motives to use Facebook, the 
nature and intensity of usage and the perceived impact of Facebook use on 
sociability and life satisfaction. We also have detailed information about 
the socio-demographic characteristics and offline sociability.
The mean age of the respondents is 36 (min. 15 and max. 86). 51% of the 
respondents are female and only 22.05% live alone. 21.95% have a primary 
education level, 44.45% a secondary education level and 33.6% have a post-
secondary degree (tertiary education). Moreover, 21.8% live in a rural area 
or in small cities (less than 2,000 inhabitants), 51.65% in a medium-sized 
city (<100,000) and 26.55% in a large city (>100,000). Concerning income, 
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our survey provides a subjective measure of living conditions. 36.2% 
declare comfortable living conditions, while 20.1% think that their living 
conditions are difficult and 43.6% have living conditions that are just suf-
ficient to support their needs. Finally, 35% are in upper socio-professional 
categories, 31% in lower socio-professional categories and 34% are either 
students, retired, or unemployed.
Table 1 presents the frequency of Facebook use. Most of the respondents 
(67.8%) declared they are connected to Facebook every day. Only 5.35% are 
irregular Facebook users (less than once a month). Moreover, 41.1% of the 
respondents have more than 100 Facebook friends, 39.45% between 20 and 
100 friends and 19.4% less than 20 friends. We will describe later Facebook 
usage patterns and their effects on sociability and social ties.
Table 1. Frequency of Facebook use
Frequency Percent Cumulative
< once a month 5.35 5.35
1 to 3 times a week 6.15 11.50
Weekly 5.90 17.40
Several times a week 14.80 32.20
Daily 21.50 53.70
Several times a day 39.70 93.40
Continuously 6.60 100.00
TOTAL 100.00
The dependent and independent variables used in our econometric models 
are presented below.
3.2. Dependent variable
The survey provides a subjective measure of life satisfaction. Participants 
were asked to estimate their life satisfaction («Do you agree with the statement, 
’I am satisfied with my life?’») on a 7-point Likert scale (Diener’s Satisfaction 
With Life Scale). They could choose from 1 (strongly disagree) to 7 (strongly 
agree). The distribution of answers is rather skewed. Table 2 shows that 
the responses are concentrated on the values 4, 5 and 6 with few responses 
at both extremes of the scale. Only 5.9% of the respondents strongly agree 
that they are satisfied with their life and 4.3% strongly disagree.
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Table 2. Distribution of Life Satisfaction (7-point Likert Scale)









We choose to recode Life Satisfaction into a three-level variable. The var-
iable LIFESATISFACTION takes the value «1» if participants «strongly dis-
agreed» (1), «disagreed» (2) or «disagreed somewhat» (3) that they are sat-
isfied (22.4% of the respondents). LIFESATISFACTION is equal to «2» if the 
respondents were «undecided» (4) or «agreed somewhat» (5) (38.1% of the 
respondents), whereas it is equal to «3» when they «agreed» (6) or «strongly 
agreed» (7) (39.5% of the respondents). 
3.3. Independent variables
The explanatory variables are grouped into 5 categories.
Set 1: socio-demographic variables
The first set of variables corresponds to the socio-demographic character-
istics: gender, age, occupational status (a dummy variable that is equal 
to one if the individual is in the upper occupational level (managers, 
engineers, entrepreneurs, etc.)), household size 1, and living conditions 
(whether these conditions are diffficult, comfortable or just sufficient to 
live). Previous works have found a U-shaped curve between well-being and 
age, where happiness tends to decrease until it reaches a minimum level 
around the age of 40, and then increases with age (Dolan et al. (2008)). 
Regarding gender, women seem to report higher happiness, but this 
result is not very robust (Blanchflower and Oswald (2004)). Being single 
(especially if recently separated or divorced) should decrease happiness 
1 Unfortunately, we have no information about the marital status or the number of 
children.
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(Helliwell (2003)). Having a high occupational status or comfortable liv-
ing conditions tends to be positively correlated with well-being (Frey and 
Stutzer (2002), Helliwell (2003), Clark and Oswald (1994)).
Set 2: offline sociability
The second set of variables measures the intensity of offline sociability. 
The first variable OFFLINESOCIABILITY indicates the frequency of spon-
taneous meetings with friends. This binary variable is equal to one if the 
individuals have face-to-face meetings at least once a week (55.2% of the 
respondents). We also introduce a variable that measures the frequency of 
cultural outings (at least once a week) and active participation in volun-
tary organizations (VOLUNTEER). Literature on happiness has shown that 
offline sociability has a strong influence on individual well-being. The fre-
quency of face-to-face meetings with friends or participation in voluntary 
organizations tends to be positively correlated with happiness (Becchetti, 
Pelloni and Rossetti, (2008), Helliwell (2006)). We expect to observe simi-
lar correlations in the population of Facebook users.
Set 3: online sociability
A third set of variables measures the nature and intensity of Facebook 
usage. First, we control for the number of Facebook friends (less than 20, 
between 20 and 100 and above 100). We also distinguish between a pas-
sive and active usage of Facebook. The survey contains questions about the 
Facebook activity of the respondents and the frequency of posting news 
or photos on their own wall, viewing their friends’ walls, posting com-
ments on friends’ walls, and chatting with friends. We build a variable 
named INTERACTIVEUSE by summing the numbers of regular interactive 
use (regular interaction on their own wall, regular interaction on friends’ 
walls, and regular chatting). This variable ranges from 0 (no regular inter-
active usage of Facebook) to 3 (intensive interactions with friends). The 
average score is 0.9.
We also introduce three binary variables that measure the quantity of per-
sonal photos or videos posted on Facebook (no photos/videos, small or large 
number of photos/videos). These variables indicate whether the individual 
is active on Facebook and uses this social network for self-promotion and 
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interaction with friends, as personal photos and videos typically generate 
comments and Likes from friends.
We construct another binary variable PASSIVEUSE that equals 1 if the 
respondents often look at the walls of their friends without interacting 
with friends (INTERACTIVEUSE=0) 2. This variable helps us to identify 
people who do not use Facebook for self-promotion or to develop online 
sociability (19.5% of the respondents).
We expect a positive impact of the number of Facebook friends on individ-
ual well-being (Kim and Lee (2011)). The score of INTERACTIVEUSE should 
also be positively correlated with life satisfaction (Hypothesis 1). By con-
trast, PASSIVEUSE may have the opposite effect because the lack of social 
interaction on Facebook increases the probability of negative feelings such 
as envy or frustration (Lin and Utz, 2015).
Set 4: Peer recognition/approbation
Hypothesis 2 is tested by two variables related to Facebook Likes. Facebook 
users can react to a status update, a link, or a photo posted by a friend 
by clicking on the “Like” button. They can also comment or share it with 
their friends. 69.8% declare that their Facebook activity generates a lot of 
Likes and comments from their friends (LOT_OF_LIKES). We expect that 
receiving a lot of positive feedback increases individual well-being.
The second variable (NOT_ENOUGH_LIKES) is a binary variable equal to 
1 if the individual complains of receiving not enough Likes (42.8% of the 
respondents). This variable is a psychological measure of frustration caused 
by Facebook use and should be negatively correlated with life satisfaction.
Set 5: Social ties and social experiences
The literature review has underlined that Facebook can impact social trust 
and social ties.
We build on the Granovetter (1973) theory of strong and weak ties. We 
create several variables that indicate whether Facebook users have had 
2 For each value of the INTERACTIVEUSE variable, the distribution is: 0 (=47,9%); 
1 (=22,9%); 2 (=17,25%) and 3 (=11,95%).
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good or bad experiences from their online interactions. Strong ties refer to 
close friends and are important in providing support and emotional aid. 
Weak ties represent acquaintances or friends of friends. They can serve 
to access new ideas or resources that are not present in our social circle 
(Granovetter (2005)). Clearly, Facebook use may help to maintain or inten-
sify existing social ties with close friends and family (strong-tie), but also 
to create new ties with virtual acquaintances (weak-tie).
In our survey, we know whether respondents have seen their friends more 
often, whether their ability to communicate with them has been improved, 
and whether they have had more friends, since using Facebook. They had 
three possible answers (positive impact, negative impact, no impact). For 
the three questions, we sum the number of positive answers to create a var-
iable POSITIVESTRONGTIES that ranges from 0 (if the individual has less 
friends, meets them less frequently and the ability to communicate with 
them has been reduced) to 3 (if Facebook has strengthened the existing 
ties with friends). Similarly, the variable NEGATIVESTRONGTIES is created 
by summing the negative answers. A score of 3 means that Facebook has 
strongly damaged the existing ties with friends. We also introduced a binary 
variable POSITIVEWEAKTIES that is equal to 1 if respondents declare that 
Facebook has enabled them to make new acquaintances or build new ties.
We also create two binary variables POSITIVEEXPERIENCES and 
NEGATIVEEXPERIENCES that respectively indicate whether Facebook use 
has strengthened their friendships or has damaged some of their friend-
ships.
We test hypothesis 3 with the variables POSITIVESTRONGTIES 
(or POSITIVEEXPERIENCES) and POSITIVEWEAKTIES and hypothesis 4 
with NEGATIVESTRONGTIES (or NEGATIVEEXPERIENCES).
Table 3 provides descriptive statistics of the dependent and independent 
variables used in the econometric models. Table 4 summarizes the expected 
effects of the explanatory variables and how they are related to our 
research hypotheses. Table 7 (in appendix) shows the correlation matrix 
between our variables of online sociability and online experience. We do 
not observe any correlation above .5 and there is no reason to suspect mul-
ticollinearity among explanatory variables, according to the VIF values.
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Table 3. Definition and descriptive statistics  
of variables (1/2)
Variables Description Mean 
and S.E.
Min max
LIFESATISFACTION “Do you agree with the statement 
that you aresatisfied with your life?”, 
1=”strongly disagree”, “disagree”, 
“disagree somewhat “; 2=”undecided”, 





GENDER 0=male; 1=female 0.502 
(0.500)
0 1
AGE Continuous variable 36.6945 
(14.22)
15 86
HIGHSTATUS “1” for upper occupational levels 
(managers, engineers, entrepreneurs, 




HOUSEHOLD Number of persons in the household 2.593 
(1.315)
1 10
LOWINCOME “Do you think that your living 





MEDIUMINCOME “Do you think that your living 
conditions are just sufficient to 




HIGHINCOME “Do you think that your living 










OFFLINESOCIABILITY “How frequently do you meet friends?”: 




CULTURALOUTINGS “How often do you have cultural 





SMALLFRIENDS “How many friends do you have on 





MEDIUMFRIENDS 1 if the number of friends is [20;100] 0.3945 
(0.4888)
0 1
LARGEFRIENDS 1 if the number of friends is >100 0.411 
(0.492)
0 1
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Table 3. Definition and descriptive statistics  
of variables (2/2)
Variables Description Mean 
and S.E.
Min max
INTERACTIVEUSE Score for the intensity of interactive 
uses on Facebook (Chat, online 




PASSIVEUSE Passive use of Facebook (only “read” 









PHOTOS1 Small number of personal photos/




PHOTOS2 Large number of personal photos/




LOT_OF_LIKES 1 if the individual receives a lot of 




NOT_ENOUGH_LIKES 1 if the individual would like to 




POSITIVESTRONGTIES score indicating to what extent 
Facebook has con tributed to 




NEGATIVESTRONGTIES score indicating to what extent 





POSITIVEWEAKTIES 1 if the individual has made new 
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Table 4. Hypotheses and expected results
Hypotheses Variables Expected 
sign








H2: Receiving a lot of (not enough) positive 








H3: Positive social experiences (i.e. 
strengthening ties with friends and 








H4: Negative social experiences (i.e. 






3.4. The econometric model
We also conducted ordinary least squares (OLS) regressions on the ini-
tial life satisfaction variable (7- point Likert scale). The results (Table 7 in 
Appendix) are qualitatively similar to those obtained with the ordered 
Our empirical strategy is to estimate the effects of Facebook use on life sat-
isfaction. As our dependent variable LIFESATISFACTION is ordinal, we use 
an ordered logit model. For each individual i=1, ..., 2000, there is a latent vari-
able Yi
*  that corresponds to the actual level of life satisfaction, but we only 
observe the discrete ordered variable Yi  that takes the values 1, 2 or 3. We 
suppose that life satisfaction is influenced by a set of independent variables 
Xi . The relation between life satisfaction and these independent variables 
can be written as Y Xi i i
* = +′b e  with b the vector of coefficients associated 
to the explanatory variables and ei  the error term. Then we have Yi = 1  if 
Yi
* ≤ a1 , Yi = 2  if a a1 2≤ ≤Yi
*  and Yi = 3  if a2 ≤ Yi
*. Given F(.), the logistic 
distribution function of the error term e, we have P Y F Xi i( ) ( )= = −1 1a b ' , 
P Y F X Xi i i( ) ( ) )= = − −2 2 1a b a b' - F( '  and P Y F Xi i( ) ( )= = − −3 1 2a b ' . 
Coefficients b  and a cut-points  are obtained by Maximum 
Likelihood Estimation (MLE) of the ordered logit model 
ln( ) ln( ( ))
,,
L I P Y jijji N i= === ∑∑ 0 31  with Iij = 1  if Y ji =  and 0 otherwise.
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logit model, but are more questionable given the ordinal nature of our 
dependent variable. 
Our strategy is to estimate our econometric model step-by-step, sequen-
tially introducing the 5 sets of variables: sociodemographics variables 
(model 1), offline sociability variables (model 2), online sociability vari-
ables (model 3), self-esteem variables (model 4); experiences/social ties 
variables. (model 5). Models 1 and 2 are used to test the control variables 
(sociodemographic parameters and offline sociability), Model 3 to test 
hypothesis 1, Model 4 to test hypothesis 2 and Model 5 to test hypotheses 3 
and 4.
4. RESULTS
Table 5 displays the results of the econometric estimations. We begin with 
the first column of results (M1). We find consistent results with previous 
studies on the determinants of happiness, with age, income and house-
hold size having positive impacts on life satisfaction. Moreover, a high 
occupational status increases well-being.
Table 5. The determinants of life satisfaction  
with Ordered Logit estimation
Dependent variable: LIFESATISFACTION
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Obs 2000 2000 2000 2000 2000 2000
Pseudo R2 0.0923 0.0973 0.0977 0.0999 0.1049 0.1063
* p<0.10, ** p<0.05, *** p<0.010
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The second column (M2) indicates that offline sociability increases life 
satisfaction. Frequent meeting with friends, as well as participation to 
voluntary organizations, are positively correlated with life satisfaction. 
However, volunteering is no more significant when we control for online 
sociability. Finally, cultural outings have no impact on individual well-
being.
The third column (M3) introduces the variables of online sociability. There 
is no significant relationship between the number of Facebook friends and 
life satisfaction. The intensity of Facebook activity (INTERACTIVEUSE) is 
positively correlated with LIFESATISFACTION, but this effect disappears 
when we introduce the variables that measure self-esteem effects and 
social experiences.
The fourth column (M4) introduces the variables about the «Likes» and 
comments received from friends and the number of photos or videos 
released. We find no relationship between the volume of personal photos 
and videos and life satisfaction. As expected, Facebook users that receive a 
lot of Likes/comments are more satisfied with their life. This suggests that 
individuals are very sensitive to the judgment of their friends. In offline 
sociability, the judgments of others are less immediate or visible. By con-
trast, Facebook Likes and comments convey instantaneous social approval 
(or disapproval) whenever your friends choose (or not) to share or like 
your posts or status updates. This is confirmed by the fact that individuals 
who receive insufficient Likes declare lower life satisfaction. This finding 
highlights the ambivalent effects of Facebook, where social network sites 
may exacerbate self-esteem and envy through mechanisms of social feed-
back (Likes, Shares, Retweets, Favorites, etc.).
Finally, the two last columns concern the impact of positive and negative 
social experiences on Facebook. In column 5, we find that individuals for 
which Facebook use has reduced the quality of relationships with existing 
friends (NEGATIVESTRONGTIES) declare lower well-being. This result is 
weakly supported by our estimations, since in column 6 a negative expe-
rience with Facebook (i.e. Facebook use has damaged some of your friend-
ships) is no more significant. Finally, a positive experience of Facebook on 
strong ties or weak ties does not improve well-being. This effect is likely 
already captured by the variable OFFLINESOCIABILITY. The following 
table summarizes our results.
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Table 6. Summary of results
Hypotheses Results
H1: Online sociability on Facebook increases 
individual well-being
H1 not confirmed
H2: Receiving a lot of (not enough) positive 
feedback (likes, comments) increases (decreases) 
individual well-being
H2 confirmed with the variables 
NOT_ENOUGH_LIKES and 
LOT_OF_LIKES
H3: Positive social experiences (i.e. strengthening 
ties with friends and acquaintances) on Facebook 
increase individual well-being
H3 not confirmed
H4: Negative social experiences (i.e. damaging 
some friendships) on Facebook decrease individual 
well-being.
H4 confirmed with 
« NEGATIVE-STRONGTIES »
5. CONCLUSION
This paper contributes to improve our understanding of the strength and 
weakness of social network sites. The results show that real friends (i.e. 
offline sociability) are more valuable than Facebook friends (Helliwell 
and Huang (2013)). It implies that Facebook use, and more generally 
Internet use, has a small impact on individual well-being. We find, how-
ever, that individuals are very sensitive to the Facebook Likes they receive. 
Facebook Likes are a form of social approbation that reinforces self-esteem. 
Conversely, an individual that receives insufficient Likes can feel frus-
trated and interpret it as a lack of friendships. Social network sites like 
Facebook therefore serve to reveal the opinions that others have about one-
self. As a robustness check, we ran additional regressions with interation 
terms (between Age and Likes))  3. We show that the youngest Facebook 
users (aged 15-24) are more sensitive to Likes than other users. This result 
follows Kross et al. (2013) and confirms that digital natives are more con-
cerned by their online sociability. 
The viability of social network sites relies on their abilities to convert the 
power of social ties into revenue and to reduce their negative effects (e.g. 
social comparison) that can harm the reputation of a site. Our results 
highlight the critical importance of Likes and comments and allow to 
3 Results are available upon request.
FACEBOOK USE AND INDIVIDUAL WELL-BEING: LIKE ME TO MAKE ME HAPPIER!
121R E V U E D’ÉC O N O MIE IND U S T R IE L L E ➻  N ° 15 8  ➻  2 E T R IME S T R E 2 017
understand recent changes in the design of social networks like Facebook. 
Facebook has launched algorithmic suggestions of activities, and helps its 
users to organize a birthday party for close friends or to get back in touch 
with friends. In 2017, Facebook introduced the possibility to choose other 
reactions beyond just the «Like» button to comment on a post. It would be 
interesting to study whether these new expressions of feelings increase or 
decrease Facebook users’ well-being.
Our study presents several limitations. Our data are cross-sectional and 
make causal inference very difficult. Although we observe significant cor-
relations between life satisfaction and some of our independent variables, 
we need to be cautious about the interpretation. Indeed, some individuals 
can increase their intensity of Facebook use because they are more satis-
fied with life and want to show it.
Finally, our analysis should be extended to all kinds of social network sites 
(e.g. Twitter, Snapchat). The joint influence of these social networks is an 
open question since many Internet users are active on several social net-
work sites (i.e. multihoming). Nevertheless, this paper provides a better 
understanding of the interactions between online and offline sociability 
and the impact of online social networks on well-being. It underlines the 
ambivalence of Facebook use, with both positive and negative psychologi-
cal effects on well-being, and emphasizes the emotional role of Facebook 
friends’ Likes.
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APPENDIX
Table 7. Correlation matrix
 
LIFES. SMALLFR. MEDIUMFR. LARGEFR. INTERACT. PASSIV. LOT_OF_L. NOT_ENOUGH. POSITIV. NEGATIV.
LIFESATISFACTION 1.0000
SMALLFRIENDS -0.0681 1.0000
MEDIUMFRIENDS 0.0108 -0.3960 1.0000
LARGEFRIENDS 0.0440 -0.4102 -0.6750 1.0000
INTERACTIONUSE 0.0320 -0.2787 -0.0210 0.2448 1.0000
PASSIVEUSE 0.0022 -0.0340 -0.0022 0.0295 -0.4327 1.0000
LOT_OF_LIKES 0.0770 -0.3465 0.0652 0.2137 0.3699 -0.0446 1.0000
NOT_ENOUGH_LIKES -0.0373 -0.1893 -0.0304 0.1823 0.2466 -0.0381 0.3093 1.0000
POSITIVEEXPERIENCES0.0333 -0.1877 -0.0760 0.2264 0.3185 -0.0963 0.2019 0.1905 1.0000
NEGATIVEEXPERIENCE -0.0123 -0.1035 -0.0480 0.1308 0.1686 -0.0697 0.1178 0.0961 0.1493 1.0000
Table 8. The determinants of life satisfaction  
with OLS estimation
Dependent variable: LIFESATISFACTION ([1;7])
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Obs 2000 2000 2000 2000 2000 2000
R2 0.1840 0.1925 0.1933 0.1975 0.2066 0.2092
* p<0.10, ** p<0.05, *** p<0.010
Alternative estimations with LIFE CHANGE  
as dependent variable
To complete our empirical investigation, we have estimated our model 
using an alternative measure of well-being. The questionnaire contains 
the following question: «If you had the chance to live your life over again, 
nothing will change» to which the respondents had to answer on a Likert 
scale from 1 (strongly disagree) to 7 (strongly agree). We created a dependent 
variable, named «LIFECHANGE», with the same three-level classification 
as «LIFESATISFACTION». The distribution of the values for LIFECHANGE is 
displayed in Table 9. 40.3% of the respondents would like to change their 
life whereas 26.2% do not want to change the way they live.
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The results of the ordered logit regression are given by Table 10. The results 
are rather similar to those obtained with LIFESATISFACTION and confirm 
the main findings summarized in Table 5.
Table 10. Results with Ordered Logit Regression –  
LIFECHANGE dependent variable
Dependent variable: LIFECHANGE
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Obs 2000 2000 2000 2000 2000 2000
Pseudo-R2 0.0364 0.0400 0.0408 0.0435 0.0441 0.0452
* p<0.10, ** p<0.05, *** p<0.010
